







“All of humanity's problems stem from man's inability to sit quietly in a room alone.” 
– Blaise Pascal (French philosopher, 1623-1662). 
 
 
“ Two things are infinite: the universe and human stupidity; and I'm not sure about the universe.” 
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A selection of suggestions related to the User-Interface design 
collected from the AIR Sandpit focus-group: 
 
1. Suggestion: Make the interface colourful, and use engaging images (e.g., in the 
homepage). 
 “I would like to see some colourful depiction of what is all about [...] some picture of 
the environment as the reason for it all” (Participant E) 




2. Suggestion: Give users the option to type in their own words, while working on the 
message-canvas.  
 “... because those are all really good prompts for us, but it would be nice just, I think, 
to have the ability to edit [the text, the wording options] a bit.” (Participant F) 
 
 
3. Suggestion: Give users the editing option to place on the message (and/or on the check-
in form / check-out badge) an image of their own. 




4. Suggestion: Give users the option to choose a humorous tone of language. 











 Quality Components Definition 
Learnability How easy is it for users to accomplish basic tasks the first time 
they encounter the design? 
 
Efficiency Once users have learned the design, how quickly can they 
perform tasks? 
 
Memorability When users return to the design after a period of not using it, how 
easily can they re-establish proficiency? 
 
Errors How many errors do users make, how severe are these errors, 
and how easily can they recover from the errors? 
 











n. Usability Heuristic Definition 
#1 Visibility of system status The system should always keep users informed about 
what is going on, through appropriate feedback within 
reasonable time. 
#2 Match between system and the real 
world 
The system should speak the users’ language, with 
words, phrases and concepts familiar to the user, rather 
than system-oriented terms. Follow real-world 
conventions, making information appear in a natural and 
logical order. 
#3 User control and freedom Users often choose system functions by mistake and will 
need a clearly marked “emergency exit” to leave the 
unwanted state without having to go through an 
extended dialogue. Support undo and redo. 
#4 Consistency and standards Users should not have to wonder whether different 
words, situations, or actions mean the same thing. Follow 
platform conventions. 
#5 Error prevention Even better than good error messages is a careful 
design which prevents a problem from occurring in the 
first place. Either eliminate error-prone conditions or 
check for them and present users with a confirmation 
option before they commit to the action. 
#6 Recognition rather than recall Minimize the user’s memory load by making objects, 
actions, and options visible. The user should not have to 
remember information from one part of the dialogue to 
another. Instructions for use of the system should be 
visible or easily retrievable whenever appropriate. 
#7 Flexibility and efficiency of use Accelerators – unseen by the novice user – may often 
speed up the interaction for the expert user such that the 
system can cater to both in experienced and 
experienced users. Allow users to tailor frequent actions. 
#8 Aesthetic and minimalist design Dialogues should not contain information which is 
irrelevant or rarely needed. Every extra unit of information 
in a dialogue competes with the relevant units of 
information and diminishes their relative visibility. 
#9 Help users recognize, diagnose, 
and recover from errors 
Error messages should be expressed in plain language 
(no codes), precisely indicate the problem, and 
constructively suggest a solution. 
#10 Help and documentation Even though it is better if the system can be used without 





0 I don't agree that this is a usability problem at all  
1 Cosmetic problem only: need not be fixed unless extra time is available on project  
2 Minor usability problem: fixing this should be given low priority  
3 Major usability problem: important to fix, so should be given high priority  
4 Usability catastrophe: imperative to fix this before product can be released 
Ease of Fixing ratings 
Rating Definition 
0 Problem would be extremely easy to fix. Could be completed by one team member before 
next release. 
1 Problem would be easy to fix. Involves specific interface elements and solution is clear. 
2 Problem would require some effort to fix. Involves multiple aspects of the interface or would 
require team of developers to implement changes before next release or solution is not clear 
3 Usability problem would be difficult to fix. Requires concentrated development effort to finish 
before next release, involves multiple aspects of interface. Solution may not be immediately 
obvious or may be disputed. 
Usability Heuristic: 
Nielsen’s 10 usability principles 
Evaluator’s thoughts: 
The UI should provide a positive 
answer to the following evaluator’s 
questions: 
User’s thoughts: 
The UI should enable 
the user to find an 
enlighting answer to 
their following 
thoughts: 
#1 Visibility of System Status Does the interface “keep users 
informed about what is going on”? 
(Feedback)  
Where am I now? 
Where can I go next? 
#2 Match between System and the 
Real World 
Does the interface “speak the 
user’s language”? (Metaphor) 
What are you talking 
about? 
#3 User Control and Freedom Does the interface provide control 
and freedom elements? 
(Navigation) 
Oops, I want out of 
here! 
#4 Consistency and Standards Does the interface “follow platform 
conventions”? 
(Consistency/Expectations) 
This seems familiar; I 
expect to know this. 
#5 Error Prevention Does the interface “prevent a 
problem from occurring in the first 
place”? (Prevention) 
I am glad I didn’t click 
OK on that. 
#6 Recognition rather than Recall Does the interface “minimise the 
user’s memory load”? (Memory) 
I recognise where I am; 
I understand what I 
need to do. 
#7 Flexibility and Efficiency of use Does the interface “cater to both 
inexperienced and experienced 
users”? (Efficiency) 
I am an 
advanced/novice user; 
I want more/less 
options. 
#8 Aesthetic and Minimalist Design Does the interface avoid 
containing “information which is 
irrelevant or rarely needed”? 
(Design) 
Is this feature really 
needed here? I don’t 
want to see this 
useless information 
every time I visit this 
page. 
#9 Help users Recognise, 
Diagnose, and Recover from 
Errors 
Does the interface express error 
messages “in plain language (no 
codes)”? (Recovery) 
What went wrong? How 
can I fix it? 
#10 Help and Documentation Does the interface “provide help 
and documentation”? (Help) 








 Issue: The current state of the home-page does not provide enough information on 
what the website is all about and more importantly how it can be used. 
 Heuristic principles: Visibility of system status (#1), Help and documentation (#10) 
 Recommendation: Include additional information (words, graphics, pictures) in the 
home-page in order to quickly communicate to the user what ‘Triggers for Change’ is 
all about and how they can engage with it. 
 Severity: Major usability problem (3) 
 Ease of fixing: Solution is clear (1) 
   
B)  
 Issue: The home-page displays two different buttons (“My Message”, and “Create 
your Message”) that perform the same function. 
 Heuristic principle: Consistency and Standards (#4) 
 Recommendation: Call-to-actions (buttons) that do the same should look the same, 
in terms of graphics, images and words. 
 Severity: Minor usability problem (2) 
 Ease of fixing: Extremely easy to fix (0) 
 
 C)  
 Issue: The standard call-to-action “Print” looks unfamiliar due to a lack of 
conventional icons/symbols next to it. 
 Heuristic principle: Consistency and Standards (#4) 
 Recommendation: Use typical icons/symbols next to conventional call-to-actions in 
order to verify user’s expectations and make the interface look familiar. In this case, 
the call-to-action “Print” should have the print icon next to it.  
 Severity: Minor usability problem (2) 
 Ease of fixing: Extremely easy to fix (0) 
 
D)  
 Issue: The current alignment of information makes it difficult to understand what the 
user needs to do. The structure of this page does not make very clear what actions 
are expected from the user.  
 Heuristic principles: Flexibility and efficiency of use (#7), Recognition rather than 
recall (#6). 
 Recommendation: Align the information in such a way that clarifies the steps that 
need to be taken. In this case, make clear to the user that using the “Form” is a 
linear process involving (at least) two steps.   
 Severity: Major usability problem (3) 
 Ease of fixing: Solution is not clear (2) 
 
E)  
 Issue: It is difficult to understand which action is a priority, and thus where the user 
places their attention.   
 Heuristic principles: Visibility of system status (#1) 
 Recommendation: The interface should follow a visual hierarchy of information in 
order to clearly communicate to the user what is more or less important. In this case, 
give visual weight to the “Use this form” as it is the most important part, with 
everything else following it.    
 Severity: Minor usability problem (2) 





 Issue: The font size of the central message is quite small and thus it does not visually 
reflect the importance of it as an essential part of the page.  
 Heuristic principles: Visibility of system status (#1) 
 Recommendation: The interface should follow a visual hierarchy of information in 
order to clearly communicate to the user what is more or less important. In this case, 
give visual weight to the central message (e.g. “Message during check-in”), as an 
important element of this page. 
 Severity: Minor usability problem (2) 
 Ease of fixing: Solution is clear (1) 
 G)  
 Issue: The lack of distinguishable control elements (in this case, a set of 
back/forward arrow buttons) that appear on every page, makes it difficult for the user 
to feel in control of the system.  
 Heuristic principles: User control and Freedom (#3) 
 Recommendation: Provide a separate and distinguishable set of arrow 
(back/forward) buttons in order to allow the users to feel in control of the system at 
any stage of the process. 
 Severity: Major usability problem (3) 
 Ease of fixing: Extremely easy to fix (0) 
 
 
 H)  
 Issue: Too many choices may overwhelm and confuse the user.  
 Heuristic principles: Flexibility and Efficiency of use (#7) 
 Recommendation: Provide a few recommended options (appropriate to user’s 
needs) in order to make information more accessible.  
 Severity: Major usability problem (3) 

















 Issue: What does this element do? A lack of explanations in several parts of the 
interface makes the system unclear and difficult to use. 
 Heuristic principles: Recognition rather than recall (#6) 
 Recommendation: Include (mouse-over) explanations in order to make clear to the 
user every interface element.  
 Severity: Minor usability problem (2) 









 Issue: In this page (“My Message > Room”), there is a lack of information that 
indicates the steps need to be taken in order to create a message.  
 Heuristic principles: Visibility of system status (1), Recognition rather than recall (6). 
 Recommendation: Include usage-information in order to make clear to the user all 
the steps that need to be taken in order to create a message.  
 Severity: Major usability problem (3) 
 Ease of fixing: Solution is not clear (2) 
 
K)  
 Issue: The interface does not help the user understand where the important area is, 
and thus where to place their attention in order to take the next step needed.  
 Heuristic principles: Visibility of system status (#1), Recognition rather than recall 
(#6). 
 Recommendation: Give visual weight to highlight the important areas and place 
user’s attention to the next sequential step that needs to be taken in order to create 
their message.  
 Severity: Major usability problem (3) 
 Ease of fixing: Solution is not clear (2) 
 
L)  
 Issue: The second menu bar that appears after “My Message” is selected, probes a 
progress bar when it is not. In other words, the options on the menu look linearly 
interdependent whereas in reality on option is not dependent to (the completion of) 
another. 
 Heuristic principles: Consistency and Standards (#4). 
 Recommendation: Actions elicited in the “My Message” menu bar should not probe 
a linear interdependent process. Avoid the use of arrows. 
 Severity: Major usability problem (3) 




 M)  
 Issue: Changing the colour of a selected element in a completely greyscale tone 
makes it hard to use the interface effectively because it forces the user to have to 
remember which colour characterises each element.  
 Heuristic principles: Recognition rather than recall (#6) 
 Recommendation: Selected elements to retain a clue of their characterising colour, 
so the user doesn’t have to remember parts of previous dialogues in order to create 
their message. 
 Severity: Major usability problem (3) 
 Ease of fixing: Solution is clear (1) 
 
N)  
 Issue: The interface does not help the user understand where the important area is, 
and thus where to place their attention in order to take the next step needed.  
 Heuristic principles: Visibility of system status (#1), Recognition rather than recall 
(#6). 
 Recommendation: Give visual weight to highlight the important areas and place 
user’s attention to the next sequential step that needs to be taken in order to create 
their message.  
 Severity: Major usability problem (3) 
 Ease of fixing: Solution is not clear (2) 
 
 
 O)  
 Issue: As a convention, it is typically expected to see the “Login” button at the top-
right and the “Logo” at the top-left of a website. 
 Heuristic principles: Consistency and Standards (#4) 
 Recommendation: “Follow platform conventions” and use the full length of the page, 
placing the “Triggers for Change logo” at the top-left and the “Profile/Login” and 
“Settings” icons at the top-right of the page. 
 Severity: Cosmetic usability problem (0) 
 Ease of fixing: Extremely easy to fix (0) 
 
P)  
 Issue: Not everyone who visits this page (“My Message > Check-in”) wishes to see 
form-editing options every time they visit. The toolbar feature is not necessary for 
every user to see, thus it is a feature that is not needed here because it overloads 
the page with “useless” information.  
 Heuristic principles: Aesthetic and Minimalistic design (#8), User control and 
Freedom (#3). 
 Recommendation: Remove the toolbar feature underneath the commitment form and 
place it within the option “Edit Form”. This will make the page visually lighter and at 
the same time provide the user with the option to choose if they want to access more 
editing information or not. 
 Severity: Major usability problem (3) 





 Issue: At several points the interface does not speak the user’s language. Users 
might find the words used complex and/or too formal, and thus may not be able to 
use the interface at its full potential (complex information and/or dry text makes users 
switch off). 
 Heuristic principles: Match between the System and the Real world (#2) 
 Recommendation: Simplify the words you use through the interface until the systems 
speaks the users’ language and engages with them in a real world dialogue (natural 
language). 
 Severity: Major usability problem (3) 



















 Issue: The ‘Create Message’ menu, even though it has a progress-bar functionality, it 
does not look like a progress bar and that can confuse usability. 
 Heuristic principles: Visibility of system status (#1) 
 Recommendation: Make visually clear that the Create Message menu is a 3-step 
progress bar. 
 Severity: Major usability problem: important to fix, so should be given high priority (3) 





 B)  
 Issue: The embedded drop-down menu within the progress-bar is confusing 
navigation and usability.  
 Heuristic principles: Visibility of system status (#1) 
 Recommendation: Add “3. WHERE” as a navigation option in order to clarify the 
main steps involved in the user-journey. 
 Severity: Major usability problem: important to fix, so should be given high priority (3) 
 Ease of fixing: Problem would require some effort to fix (2). 
 
 
 C)  
 Issue: The ‘Create Message’ progress-bar displays the “WHAT” button in capital 
letters but at the same time the question “What would you like to say?” is written in a 
different format. 
 Heuristic principles: Consistency and standards (#4) 
 Recommendation: Use the same format for the word “WHAT” in the progress-bar 
and in the main page. 
 Severity: Minor usability problem: fixing this should be given low priority (2). 
 Ease of fixing: Problem would be extremely easy to fix (0). 
 
 
 D)  
 Issue: The lack of text to control elements (back/forward arrow buttons) may confuse 
navigation.  
 Heuristic principles: Visibility of system status (#1), User control and Freedom (#3), 
Consistency and standards (#4). 
 Recommendation: Add distinguishable text. 
 Severity: Cosmetic problem only: need not be fixed unless extra time is available on 
project (1). 





 E)  
 Issue: Where are the five areas? This is not clear for first-time users.    
 Heuristic principles: Visibility of system status (#1), Match between system and the 
real world (#2), Consistency and standards (#4). 
 Recommendation: Re-design the interface to give users a better guidance to the five 
areas. 
 Severity: Major usability problem: important to fix, so should be given high priority (3) 
 Ease of fixing: Problem would require some effort to fix (2). 
 
F)  
 Issue: The “Why this works” button occupies a very central position even though its 
role is not that central for using the webtool and creating a message.    
 Heuristic principles: Visibility of system status (#1), User control and freedom (#3), 
Consistency and standards (#4). 
 Recommendation: Place the “Why this works” button at a lower level of visual 
importance. 
 Severity: Minor usability problem: fixing this should be given low priority (2) 






 G)  
 Issue: The form-editor is quite loaded visually, and users may feel overwhelmed by  
too much information.    
 Heuristic principles: Aesthetic and minimalist design (#8). 
 Recommendation: Clear the form-editor’s interface from too many elements, making 
it visually lighter. 
 Severity: Major usability problem: important to fix, so should be given high priority (3) 




 H)  
 Issue: Homepage lacks an engaging image.    
 Heuristic principles: Visibility of system status (#1), Match between system and the 
real world (#2), User control and freedom (#3), Aesthetic and minimalist design (#8), 
Help and documentation (#10). 
 Recommendation: Homepage must give a clear message about what it’s all about. A 
mission statement that is clear and strong; make clear that this website is a tool.   
 Severity: Major usability problem: important to fix, so should be given high priority (3) 
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There is a recognized need for “sustainable tourism” (Butler, 1999) or “ethical and 
responsible tourism” (Goodwin et al, 2003) due to the global growth of tourism and its 
various damaging by-products. According to Moscardo (1996) and Pearce (2005), one of 
the major ways to achieve sustainability in tourism is by influencing the behaviour and 
attitudes of visitor’s and tourism operators. In the contemporary framework of sustainable 
design, many authors argue for the importance of design as a powerful means of 
furthering behaviour change towards more sustainable practices (Lilley, 2009; Thackara, 
2005; Walker, 2006; Bhamra et al. 2008).  
 
As Manzini et al (2008) argue, sustainable design should address and prioritize the 
design of new community-based services rather than solely new tangible products. 
Innovation on a product level alone is important but not enough to create conditions for 
sustainability (Ceschin, 2011). Unsustainable patterns of production and consumption 
need to be radically redefined at a systemic level through “strategic design for 
sustainability” or “product-service systems (PSS)”; an innovation strategy where the 
business focus is no longer the design of a physical product but the design of customer 
satisfaction in more intangible ways (Manzini et al, 2003).  
 
Compared with conventional business models, a PSS is designed to be dematerializing, 
using fewer materials to achieve customer satisfaction because the focus is on the 
‘function’ rather than the ‘product’ itself. The concept of car-sharing is a good example of 
a product-service provision: The company sells the use of the product. The customer 
does not own the product. Customer satisfaction is achieved through the delivery of the 
function (mobility) rather than the product (car). This innovative strategy can be “a 
possible answer to the sustainability challenge” and have the potential to decrease the 
impact of production and consumption on the environment (Mont, 2002, p.237) because 
fewer materials are needed, which in turn means fewer resources being exploited and 
less waste being created. 
 
‘TouchPoints’ are a central aspect of Service Design (Clatworthy, 2011). In my research 
proposal Touchpoint is defined as a designed functional tangible or intangible point of 
customer interaction, within the PSS model, that acts as a powerful communication tool, 
delivering an anticipated experience.  
 
Modifying people’s behaviour will be critical in order to achieve environmental benefits 
(Cornwall Council, 2011). Nevertheless, “sustainability cannot be externally imposed 
through a one-size-fits-all approach” (Walker, 2010, p.813) and that makes changing 
business and tourist behaviour towards more sustainable patterns even more challenging 
because it means that sustainability has to be tailored to place and local conditions. 
 
In my research project I address social, economic and environmental issues as they 
pertain to tourism and I aim to demonstrate the importance of the design and application 
of successful product-service Touchpoint interventions as a medium to change touristic 
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